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Kopitiam is a traditional coffee shop mostly owned by Chinese in Malaysia. It has been 
rebranded with a modern taste to fulfil the changing lifestyle of the Malaysian society. Thus, 
Kopitiam has been accepted as a Malaysian brand. Recently, a number of negative news were 
reported in the mass media highlighting issues such as the Halal logo and certificates, the 
suspicion of chicken slaughtering process and the use of pork-based gelatine in food and 
beverages in Kopitiams have stirred the feelings of Malaysian Muslims. This paper is an 
excerpt of a research that identifies factors influencing students to visit Kopitiam based on the 
Theory of Planned Behaviour by Ajzen (1991) combined with another construct which is the 
influence of advertising. Quantitative approach was employed based on a survey through a 
questionnaire that applies cross sectional design. 382 respondents were involved through a 
systematic random sampling from the population of 18,000 undergraduate students in 
Universiti Utara Malaysia. The result shows that the intention to visit Kopitiams has a 
significant relationship with attitude, environment (subjective norms), perceived behavioural 
control and influence of advertising. 
 
Introduction 
Since the introduction of American coffee shops namely Starbucks and Coffee Beans & Tea 
Leaf Company in Malaysia around 1997 and 1998, a new coffee culture has emerged. A 
significant number of traditional coffee shops owned by Malaysian-Chinese were 
transformed into modern Kopitiams to fulfil the needs of today’s modern society (Siti 
Nurbaya, 2010). Consequently, advertisements on those Kopitiams started to fill the spaces in 
both print and electronic media (Mohd Sobhi, Mohamad Khadafi, Mohd Nizho & 
Muhammad, 2011). Although, the American branded coffee shops are used as a model in 
terms of service, types of product offered, interior layout and others, in reality, most of the 
Kopitiams still strive to preserve the nostalgic value of the local coffee shop with classic 
menus such as black coffee (Kopi ‘O’), boiled tapioca and others. 
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Looking back at the origins of the word Kopitiam, it is used as a substitute to the word ‘Café’ 
where it highlights the merging of two different cultures; the Malay culture through the word 
‘Kopi’ (coffee) and the Chinese culture in the Hokkien dialect through the word ‘Tiam’ 
(shop). Most of the Kopitiams in Malaysia are owned by Malaysian-Chinese. Thus, most of 
the interior designs in these Kopitiams portray Chinese influence namely on the name board, 
tables, chairs, pictures, and dishes. These Kopitiams also provide air-conditioned interaction 
spaces as well as wireless Internet services (WiFi). The prices of food and beverages offered 
are very close to the prices in branded coffee shops like Starbucks and Coffee Bean. 
Therefore, these Kopitiams have become favourite locations for the middle and upper class 
community to meet, socialize, discuss business projects, and many other activities. 
 
The rapid expansion of Kopitiams across the country illustrated that the Malaysian society 
has accepted the concept of this modern coffee shop, regardless of race (Rashiqah, 2010). 
Today’s society also showed a high intention to try a variety of new menu offered at 
Kopitiams. Thus, the lack of self-control and environmental influences, particularly when 
looking at the huge number of people visiting Kopitiams, especially friends and family 
members has caused the urge to dine at Kopitiams. 
 
Kopitiams promotion through advertisements is also seen as an influence towards the society. 
Old Town White Coffee for example has introduced an advertisement entitled ‘Lat Tali Lat’ 
that was aired on television. Other media were also used by Kopitiams to promote their 
brands including radios, websites, blogs and social networking sites. Besides that, local 
communities were also exposed promotional fliers by the Kopitiams.  
 
The ‘Halal’ logos and certificates in advertisements also helped to promote Kopitiams. 
Although the advertisements are aimed to increase the awareness of consumers on the 
existence of the Kopitiams and to promote their menus, the uncertainty of whether the 





Dining at Starbucks and Coffee Bean has made dining at Kopitiams and Chinese coffee shops 
no longer a taboo to the urban Muslim society (Zulkefli, 2010; Khairatul Ainal, 2010). It has 
also become part of the life of the Malay elite communities in the city (Noraini, 2009). Each 
day, the disclosure of the products, especially food that had previously been considered 
‘Halal’ but turned out to be ‘Haram’ had shocked consumers in Malaysia and also affected 
the sensitivity of Muslims around the world ("76 food premises has a certificate, JAKIM 
halal logo", 2010).  
 
Among the examples are a café in Penang Street, Georgetown which were found to have used 
the ‘Halal’ certificates without the recognition from Jabatan Kemajuan Islam Malaysia 
(JAKIM), besides serving liquor and chickens that were not slaughtered according to Islamic 
principles; PappaRich Kopitiam in Kepong that used chickens from a non-Muslim supplier 
(Zulkefli, 2010) and recently, Kopi Kluang Railway had used pork-based gelatine in their 
coffee (Mary Victoria & Mohamad Fahd, 2011). This seems to challenge the Muslims’ belief 
and to touch the sensitivities of Muslims (Sholina, 2010). 
 
Although the media often show the distrust of various parties to the ‘Halal’ status of food and 
drinks at Kopitiams, there are many Muslims today who still visit this Kopitiam, without 
doubts (Zulkefli, 2010) especially students of higher education institutions and government as 
well as private professionals (Khairatul Ainal, 2010). Current developments also show that 
the Muslim community is less concerned about the Halal status of food they eat (Noraini, 
2009). 
 
Recent survey by The Halal Journal in Mohd Ali (2009) in connection with the awareness of 
the Muslim community of Halal products in several European countries, West Asia and 
Southeast Asia, which ended in 2007 show that 94 to 98 percent of respondents agreed to buy 
only Halal meat-based products. Meanwhile, only 40 to 64 percent of respondents agreed that 
processed foods such as bread and others must received Halal status. These statistics clearly 
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show that the awareness of Muslims against processed Halal food products are still at 
moderate levels. 
 
Given the problems discussed above, a study on factors that motivate the intention of Muslim 
students to visit the Kopitiams was conducted in terms of attitude, environmental influences, 
perceived behavioural control and advertising influence, based on the Theory of Planned 
Behaviour by Ajzen (1991).  
 
Objectives 
The general objective of this study is to identify the influence of attitude, environment, 
perceived behavioural control, and advertising on the intention to visit Kopitiams. The 
specific objective of this study is to identify the relationship between the intention to visit 




To study the factors that influence Muslim students to visit Kopitiams, the relationship 
among constructs under the Theory of Planned Behaviour by Ajzen (1991) must be 
understood first. The constructs are intention, attitude, subjective norms and perceived 
behavioural control. Another construct that was built is advertising influence. This research 
uses the constructs that have been adapted from a research done by Mohd Sobhi et al. (2011). 
 
Theory of Planned Behaviour 
Theory of Planned Behaviour is a cognitive model of human behaviour that focuses on 
prediction and understanding of a certain behaviour. This theory states that human action is 
based on the intentions and perceptions of behavioural control, while the intention is 
influenced by attitude toward behaviour, subjective norms and perceived behavioural control 
(Ajzen, 1985). TPB is an extension to the Theory of Reasoned Action (TRA), which 
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predicted the intention to do anything derived from two basic predictors which are attitudes 
toward behaviour and subjective norms (Fishbein, 1980). However, the TRA does not take 
into account the situation where the behaviour is not adequately controlled by individuals. 
Ajzen (1985) formed the TPB by introducing the third element to the prediction of behaviour 
which is the perceived behavioural control. Thus, TPB discusses three major constructs that 
explain and predict consumer behaviour, namely: attitude, subjective norms and perceived 
behavioural control. Ajzen (2001) demonstrated the ability of the theory to predict intentions. 
This is useful to predict actual behaviour. In this study, the term ‘subjective norms’ is 
represented by the environmental influence, while the influence of mass media and 








Figure 1.1: Theory of Planned Behaviour (TPB) (Ajzen, 1991) 
 
Conceptual Framework 
Based on the discussion of the theoretical background, a conceptual framework of the study 
is formed as shown in Figure 1.2. After reviewing previous studies on the intention to visit 
Kopitiams, it is revealed that the intention to visit the Kopitiams (dependent variable) is 
influenced by a number of independent variables such as attitudes, environment, perceived 
behavioural control and advertisements. This study formed the conceptual framework to 
















Figure 1.2: Conceptual Framework  
 
Hypotheses 
Based on the objectives and research questions, four hypotheses are presented in this study. 
These hypotheses were built on the theoretical and empirical findings of previous studies. 
Hypothesis 1: 
The intention to visit Kopitiams has a significant relationship with attitude towards 
Kopitiams. 
Hypothesis 2: 
The intention to visit Kopitiams has a significant  relationship with environmental influences. 
Hypothesis 3: 
The intention to visit Kopitiams has a significant relationship with perceived behavioural 
control. 
Hypothesis 4: 
The intention to visit Kopitiams has a significant relationship with advertising influence. 
 
 
Attitude towards Kopitiams     
Environmental Influence         








This study uses a quantitative approach based on cross-sectional survey design. 
Questionnaires submitted to the subjects consisting of students of Universiti Utara Malaysia. 
The design was chosen to obtain information on the study population at one point in time 
(Babbie, 2010; Fink, 2006). In the context of this study, factors that motivate respondents to 
visit Kopitiams have been identified. 
 
Population and Sampling 
The population of this study were undergraduate students at Universiti Utara Malaysia. The 
selection of undergraduate students is based on the findings of previous studies showing that 
students of higher education and workers are among the most active visitors of Kopitiam 
(Rahmawati, 2008; Træen & Nordlund, 1993). With a total population of 18,000 
undergraduate students who are active on campus, obtained from the Department of 
Academic Affairs, Universiti Utara Malaysia in January 2011, the total sample of 376 people 
were needed to enable generalizations to be made on the population of this study (Krejcie & 
Morgan, 1970 ). 
 
Research Instruments 
Questionnaires are used as a research instrument. Part A consists of general information on 
personal background of the respondents (i.e. gender, age, location of residence, primary and 
secondary schools) and information pertaining to visits to Kopitiam (never visited, frequency 
of visit, time to visit and friends to visit Kopitiam). 
 
Part B consists of four questions concerning the level of intention to visit Kopitiams. Part C 
consists of fourteen questions concerning the attitude of respondents toward Kopitiams. Part 
D contains five questions to determine the environmental influence towards the respondents’ 
intention to visit the Kopitiam. Part E consists of six questions to determine respondents' 
perceived behavioural control towards visiting the Kopitiams and Part F consists of seven 
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questions concerning advertising influence. All questions in Part B to F, adapted from Mohd 
Sobhi et al. (2011). 
 
Data Analysis 
Survey data was analyzed using Statistical Package for Social Sciences (SPSS) software 
version 14.0. Descriptive statistics were used to describe the profile and characteristics of 
respondents using the number of visits to the Kopitiam, percentage, mean and standard 




Respondents were between 20 to 25 years old (mean = 22 years) comprising 38% of males 
and 62% females. More than 50% of the respondents lived in the village, followed by 23% 
live in urban areas. Based on the level of education received, the majority of the respondents 
received primary education in national primary schools (96%), while secondary education at 
the national secondary schools in the normal stream (89%). 
 
Traffic Pattern To Kopitiam 
54% of respondents said that they had never visited Kopitiams while the rest had done so. 
Within six months, 17% of respondents have visited Kopitiams at least once and there are 
10% of respondents who have visited Kopitiams more than four times. However, the majority 
did not go to Kopitiams in this period. Nearly 50% of respondents visited Kopitiams during 
semester breaks. This is followed by 30% of respondents during the weekends and 21% of 
respondents during the semester. Over 70% of respondents visited the Kopitiams with 





Intention to Visit Kopitiams 
The intention to visit Kopitiam is operationalized and measured by the level of agreement on 
a five-point Likert-type scale within a range of 4 and 20. Based on Table 1.1, the overall 
mean score is 11.43, while the Standard Deviation = 3.97. This finding indicates that 
respondents’ intention to visit Kopitiams is at a moderate level of agreement. 
Table 1.1: Mean and Standard Deviation for Intention to Visit Kopitiams (n=382) 
 Item Mean Standard 
Deviation 
I'll probably go to the kopitiam. 3.06 .997 
I cannot wait to go to the kopitiam. 2.81 1.135 
I will go to the kopitiam. 2.79 1.130 
I plan to go to the kopitiam. 2.76 1.061 
      Overall Mean Score = 11.43; Overall Standard Deviation = 3.97 
 
Attitude towards Kopitiams 
Attitude towards Kopitiams is operationalized and measured by the level of agreement on a 
five-point Likert-type scale by producing a range between 14 and 80. Based on Table 1.2, the 
overall mean score is 50.06, while Standard Deviation = 11.28. This finding indicates that the 
attitude of respondents toward Kopitiams is at a moderate level. Most of the respondents 
showed a tendency to agree or choose to visit the Kopitiam.   
Table 1.2: Mean and Standard Deviation for Attitudes Toward Kopitiam 
(n=382) 
Item Mean Standard 
Deviation 
Kopitiam has a clean environment.  3.38 1.058 
Kopitiam has a relaxed atmosphere. 3.32 1.056 
Kopitiam serve meals that are eaten by all races. 3.19 1.062 
Kopitiam is comfortable to visit. 3.18 1.087 
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The atmosphere at Kopitiam raises appetite. 3.13 1.054 
Drinking coffee at Kopitiam is part of the lifestyle of 
Malaysians today. 
3.12 1.030 
Kopitiam is suitable for young people like me. 3.12 1.005 
Kopitiam provides an atmosphere of privacy. 3.04 .986 
Dinning at Kopitiam reflects the modern lifestyle. 3.03 1.061 
The taste of coffee and toast in Kopitiam is authentic (unique 
and not available elsewhere) 
3.02 .987 
Menus available at Kopitiam suit my taste. 2.78 .939 
Food and beverage prices are reasonable at Kopitiam. 2.66 .901 
Dining at Kopitiam improves my social status. 2.61 1.241 
Dining at Kopitiams reminds me of old memories. 2.47 1.056 
        Overall Mean Score = 42.04; Overall Standard Deviation = 10.09 
 
Environmental Influence 
Environmental influence is operationalized and measured by the level of agreement on a five-
point Likert-type scale by producing a range between 6 and 30. Based on Table 1.3, the 
overall mean score is 11.44 and the Standard Deviation = 5.48. This finding indicates that 
respondents tend towards less agree that the influence of environment is a factor that 
motivates them to visit Kopitiams.  
Table 1.3: Mean and Standard Deviation for Environmental Influence (n=382) 
Item Mean Standard 
Deviation 
I cannot wait to try the menus at the Kopitiam that is visited by many 
people. 
2.73 1.171 
Friends suggested me to try the menu at the Kopitiam. 2.64 1.238 
Friends had asked me to join them at Kopitiam. 2.62 1.330 
Family members had brought me to Kopitiam. 1.85 1.225 
My parents introduced Kopitiam to me. 1.60 .985 




Perceived Behavioural Control 
Perceived behavioural control was operationalized and measured by the level of agreement 
on a five-point Likert-type scale within a range of 6 and 30. Based on Table 1.6, the overall 
mean score is 15.68, while Standard Deviation = 4.97. This finding indicates that the majority 
of the respondents believe that they are able to control themselves from dining at Kopitiams 
(mean = 3.49).  
Table 1.6. Mean and Standard Deviation for Perceived Behavioural Control (n=382) 
Item Mean Standard 
Deviation 
I am sure that I can control myself from eating doubtful food at 
Kopitiam. 
3.49 1.359 
I am willing to set aside the intention to eat at Kopitiam if forced to 
do so. 
2.89 1.384 
No one can stop me if I want to go to Kopitiam. 2.63 1.266 
I will go to Kopitiam for the sake of respecting other’s invitation. 2.43 1.250 
I will eat and drink in Kopitiam when I could no longer suppress 
hunger. 
2.36 1.148 
I find it hard to prevent myself from visiting Kopitiam. 1.87 1.104 
        Overall Mean Score = 15.68; Overall Standard Deviation = 4.97 
 
Advertising Influence 
Advertising Influence is operationalized and measured by the level of agreement on a five-
point Likert-type scale by producing a range between 7 and 35. Based on Table 1.4, the 
overall mean score is 20.00, while Standard Deviation = 5.16. The majority of the 
respondents tend to agree that advertising influence based on cues such as the display halal 
certificate (mean = 3.32) and the halal logo (mean = 3.25) has generated an intention for them 






Table 1.4: Mean and Standard Deviation for Advertising Influence (n=382) 
Item Mean Standard 
Deviation 
I visit Kopitiam because it shows the Halal Certificate. 3.32 1.090 
I visit Kopitiam because it shows the Halal logo. 3.25 1.189 
The are some features of Islamic symbols such as the writings of 
Khat, and Quranic verses  in the advertisement of Kopitiam. 
2.98 1.046 
I have never heard a negative opinion about Kopitiam 2.91 1.101 
Kopitiam is shown on television. 2.67 1.033 
Kopitiam is shown in Malay newspapers. 2.60 1.129 
I want to try the new menu at Kopitiam after watching 
advertisements on television. 
2.29 1.090 
        Overall Mean Score = 20.00; Overall Standard Deviation = 5.16 
 
The Relationships between the Intentions to Visit Kopitiams with Attitude, 
Environmental Influences, Perceived Behavioural Control and Advertising Influence. 
Table 1.5 shows the relationships between the intention to visit Kopitiams with attitude, 
environmental influence, perceived behavioural control and advertising influence. The 
relationships were tested using Pearson correlation coefficient product-moment at a 
significant level p <.05. In general, the research indicates that the intention to visit the 
Kopitiams has a significant relationship with attitude (r = 66), environmental influence (r = 
.55), perceived behavioural control (r = .32) and advertising influence (r = .59). 
Table 1.5: The Relationship between the Intentions to Visit Kopitiams with Attitude, 
Environmental Influence, Perceived Behavioural Control and Advertising Influence (n=382) 
Subscale 1 2 3 4 5 
1. Intentions - .66* .55* .32* .59* 
2. Attitude  - .59* .34* .60* 
3. Environmental Influence   - .58* .67* 
4. Perceived Behavioural Control    - .45* 
5. Advertising Influence     - 





Hypothesis -Testing: The Relationship Between Intentions To Visit Kopitiams With 




The intention to visit Kopitiams has a significant relationship with attitudes toward the 
Kopitiam. 
The results showed that the intention to visit Kopitiams has a strong positive relationship with 
attitude towards Kopitiams, r = 66, n = 382, p <.05. This positive relationship indicates that 
the attitude of respondents towards Kopitiams will increase the intention of the respondents 
to visit Kopitiams. The study is in line with findings by Træen and Nordlund (1993) who 
found that positive attitudes will enhance the intention of consumers to patronize a restaurant. 
 
Hypothesis 2 
The intention to visit Kopitiams has a significant relationship with the environmental 
influence.  
The results showed that the intention to visit Kopitiams has a strong positive relationship with 
the environmental influence, r = .55, n = 382, p <.05. This shows that the higher the 
environmental influence on the respondents, the higher the intention of the respondents to 
visit the Kopitiam. The study is in line with the findings of the report by Arif Nizam (2010) 








The results showed the intention to visit Kopitiams has a moderate positive relationship with 
perceived behavioural control, r = .32, n = 382, p <.05. This shows that the ability of the 
respondents’ self-control will also influence the intention of the respondents to visit the 
Kopitiam. The study is consistent with the findings by Cheng, Lam and Hsu (2006) who have 
found that perception of personal control influences the individual’s intention. 
 
Hypothesis 4 
The intention to visit Kopitiams has a significant relationship with the influence of 
advertising. 
The results showed that intention to visit Kopitiams has a strong positive relationship with the 
influence of advertising, r = .59, n = 382, p <.05. This shows that advertisements have an 
influence on the intention to visit Kopitiams. The study is in line with findings by Sunghyup, 
Wansoo and Myong (2011) who found that the ads that appear in the media often influenced 




In general, this study discussed attitude of the youths who like to visit Kopitiams without 
much concern on the Kopitiams’ ‘halal’ issues. The issues highlighted by the media just 
come and go. The fear is only temporary. Instead, after a while the issues fades away and the 
society will walk back into those Kopitiams. A big influence of attitude towards the intention 
to visit Kopitiams is likely driven by overconfidence on Kopitiam premises that are visited by 
many people and halal logo displayed at the Kopitiam premises and in advertisements. 
Advertisements showing new menus at the Kopitiam also stimulate people to experience new 
tastes in the Kopitiams.  
 
Besides advertisements, environmental influence especially from friends fuels the intention to 
visit Kopitiams. The ‘halal’ image promoted by the Kopitiams in the media wiped away the 
society’s concern on the issues. Nevertheless, the advertisements have not been questioned by 
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the authorities on the level of ‘halal’. Visits by other Muslim customers have also constructed 
the ‘halal’ image of the Kopitiams and this has influenced youths to believe as well as 
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